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Introduction
Jakarta, as the capital city of Indonesia, is facing a serious traffic congestion problem that has thus far, remained unsolved. A survey of the Castrol Magnatec Start-Stop found that Jakarta ranks as the world's most traffic-congested city (Wardhani & Budiari, 2015) . This is the consequence of Jakarta's high annual motor vehicle growth which has not been complemented by road developments, whether in number or in size. The current growth rate of road constructions in Jakarta is only about one per cent as compared to 12 per cent of private vehicle ownership (Ramadhan, 2015) . If this situation continues, it is predicted that Jakarta will experience total congestion by the year 2020. According to Ramadhan (2015) , the number of motor vehicles in 2014 was 17.5 million units with 75 per cent of these vehicles being motor cycles and 18 per cent being private cars. The remainders were public modes of transportation such as freight cars and special vehicles. These statistics suggest that road congestion has become an alarming phenomenon in Jakarta. Harmadi, Yudisthira and Koesrindartono (2015) proposes that congestion in Jakarta could lead to economic inefficiency due to the increase in travel time. The longer travel time caused by the time lost in traffic affects the individual's life in several ways. First, it adds to the fuel costs. Second, it alleviates productivity. Third, it causes missed opportunities and finally, it contributes to air pollution which then increases public health concerns. All of these can slow down the economic growth and development of Jakarta.
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The traffic congestion issue in Jakarta has triggered a number of reforms. For instance, the government has turned to developing mass public transportations to ease the public's mode of transportation. This includes the KA Commuter Line Jabodetabek, the Mass Rapid Transit (MRT), the Light Rapid Transit (LRT), and the Transjakarta busway. There were also some efforts to develop road networks and to establish policies with regards to road pricing and other aspects of macro transportation. Despite all these attempts, traffic congestion seems to have worsened. This is evidenced by the plummeting ratio of public transportation users in the last ten to fifteen years, depreciating from 56 per cent to between 20 and 25 per cent in 2014 (Jannah, 2014) . Many people in Jakarta seem to prefer travelling by private vehicles or motorcycles in particular rather than public transportation. Gaduh, Gracner and Rothenberg (2017) noted that the commuting patterns in Jakarta cannot be explained by the changes that emerged in the fare costs which have remained low and flat. This shows that people are moving away from using public transportation. The weak indication of ridership could have been triggered by various factors. An earlier study conducted by Khafian (2013) emphasised that people view public transportation to be an unreliable mode of transportation for a number of reasons. One of these is the lack of vehicles servicing the public, next is the safety of the passengers while riding these public transportations followed by the punctuality schedule and the lack of comfort offered by public transportation. It was also unravelled by Khafian (2013) that motorcycle use was 38 per cent more efficient than public transportations.
The pervasive problem of road congestion has drawn the attention of various academic researchers. From the economic perspective, this issue has been investigated by Harmadi et al. (2015) who observed the willingness of the people in Jakarta to compensate in terms of money for averting traffic congestion. Their study noted that on average, 17 per cent of the private car users were willing to pay additional costs to avoid traffic congestion. In relation to this, 80 per cent of the motorcycle users were willing to pay not more that IDR100,000 per month for additional transportation costs to avert traffic congestion. Regular trains and bus commuters in general, were willing to pay an additional transportation cost of less than IDR100,000 per month for the same intent. All these additional costs represent the passengers' willingness to compensate in monetary terms for better public transportation provided by the government, as a way of reducing traffic congestion. From the Asian Journal of Business and Accounting 11(1), 2018 social science perspective, Khafian (2013) suggested that sustainable transportation policy can be a part of the solution for overcoming the traffic congestion problem in Jakarta. Existing studies (Harmadi et al., 2015; Khafian, 2013; Gaduh et al., 2017) have provided some useful insights into the congestion problem in Jakarta but these are limited in scope. To the best of the authors' knowledge, little work has been done to explore this issue from the consumer's behavioural perspective.
Within the context of public transportation, consumer behaviourism has been well used as an underlying perspective to evaluate the service quality dimensions (e.g. De Ona, De Ona, Eboli, & Mazzulla, 2015; Cavana, Corbett, & Lo, 2007; Prasad & Shekhar, 2010; Irfan, Kee, & Shahbaz, 2012) . Some researchers (Brons, Givoni, & Rietveld, 2009; Rahaman & Rahaman, 2009; Geetika & Shefali, 2010; Chou, Kim, Kuo, & Ou, 2011; Eboli & Mazzulla, 2012 ) also focussed on examining the relationship between service quality and customer satisfaction. Despite these, the theories, concepts and practices developed in other countries may not necessarily be applicable to Indonesia, specifically Jakarta. Gaduh et al. (2017) have observed that communities in Jakarta city may react differently due to the different transportation routes and infrastructure, values, tastes, demographic compositions of households, income and commuting behaviour. Therefore, it is imperative to investigate this issue from the perspective of the Jakartan consumers.
As a developing country, Indonesia has an urbanisation process that is growing rapidly. This process however, is often associated with people growth and the development of clustering industries in cities. Consequently, this leads to significant traffic congestion. This paper takes Jakarta as the focus because it is one of the world's largest agglomeration, with a total population of more than 31 million. In this regard, the city is also acknowledged as having the worst traffic problem in the world (Gaduh et al., 2017) . The KA Commuter Line Jabodetabek was chosen because its services are seen to be one of the possible solutions to ease the increasing traffic in the Greater Jakarta area (Jakarta, Bogor, Depok, Tangerang, and Bekasi -commonly abbreviated as Jabodetabek). The services are managed by the Indonesian Railway Company, a state-owned public company. The company is the single provider of railway services in the Greater Jakarta area. The subsidiary was formed in 2008 as an attempt to provide better services to the passengers of the KA Commuter Line (KRL) Jabodetabek.
For the purpose of predicting the behavioural intentions of the consumers, this study developed a model which incorporates service Age Segmentation for Predicting Behavioural Intention of Using Railway Services in Indonesia quality, perceived value, corporate image and customer satisfaction. This model was tested into two age segmentations using regression analysis. To date, the Indonesian Railway Company has not made any effort to segment their consumers. This research thus attempts to examine whether age segmentation is a viable method of segmentation for the KA Commuter Line (KRL) Jabodetabek users. Prior studies (Parahoo, Harvey, & Radi, 2014) have shown that age has a significant impact on consumption patterns. Age can also influence passengers' service utilisation. Therefore, the importance of age is discussed in this study. The respondents were divided into two age segmentations: 29 years old and above and below 29 years old. The age of 29 acts as the cut-off age because it represents the median age of the Indonesian population (Central Intelligence Agency, 2014) .
This study is believed to benefit the Indonesian Railway Company decision makers and the Indonesian government. An understanding of the passengers' behaviour from the perspective of marketing could facilitate strategic decisions that would increase communities' intention to use the KA Commuter Line (KRL) Jabodetabek. It is hoped that the increased use of public transportation (in this case, KA Commuter Line (KRL) Jabodetabek) can reduce the utilisation of private vehicles thereby reducing traffic congestion and air pollution.
The rest of this paper is organised as follows. Section 2 reviews prior literature on theoretical background and hypotheses development. Section 3 explains the research method. Section 4 presents and discusses the findings and Section 5 concludes the paper.
Literature Review and Hypotheses Development

Behavioural Intention and Service Quality
Behavioural intention is the extent of a person's desire to act in a certain behaviour (Fishbein & Ajzen, 1975) . It measures how hard an individual tries and the effort he/she plans to exert in order to perform the behaviour. Behavioural intention is an important outcome of service quality that is experienced at the time of the service encounter. An individual who experiences acceptable or good service quality is more likely to be satisfied and to possess a favourable behavioural intention towards buying or using a certain service. The individual may also engage in giving others more encouragement to buy/use the same service through word-of-mouth. A positive feedback from such individuals will not only determine the likeliness of their purchasing decision but also influence others.
Based on the above explanation, it can be deduced that examining the behavioural intention of public transportation's passengers is an important issue (Hsiao & Yang, 2010) . Doing so can help to increase the use of public transportations and reduce the number of private vehicles on the road. This can help to alleviate the level of traffic congestion that is currently pervasive. Only a few studies (Liu & Liao, 2010) have examined behavioural intention in the research related to public transportation. Undoubtedly, passengers would always like and expect public transportation services to be perfectly standardised and streamlined so that they could use the services without any setbacks. They would have certain expectations before using the services and are likely to compare their expectations with their actual experiences. The result of such comparisons will determine their level of service quality and this will lead to their behavioural intentions.
Examining service quality dimensions and their relationship to behavioural intention is important. Many studies (e.g. Perez, Abad, Carrillo, & Fernandez, 2007; Dabholkar, Shepherd, & Thorpe, 2000) have shown the relationship between service quality and behavioural purchase intention or behavioural intention. Perez et al. (2007) indicated that there are five dimensions of service quality which comprise tangibility, reliability, receptivity/responsiveness, assurance and empathy. These dimensions are also associated with the individual's behavioural intention to use the service provided. Based on this argument, service quality was also added as a variable to the current study. The factors associated with service quality (i.e., reliability and responsiveness) were considered as antecedents, rather than dimensions or components of the constructs. As Dabholkar et al. (2000) have shown, such an approach offers a greater understanding of the evolving service quality construct.
SERVQUAL Model
According to Lovelock, Vandermerwe, Lewis, and Fernie (2011) , most people have difficulties in defining service because its production process is intangible. The service industry differs from the manufacturing or agriculture industry where the latter produces physical goods which can be evaluated based on physical attributes. Services, in contrast, is fundamentally invisible although it may also involve certain percentage Age Segmentation for Predicting Behavioural Intention of Using Railway Services in Indonesia of physical goods. The production of services does not commonly end with the production of any physical materials.
Service quality is usually measured by a well-known tool called, SERVQUAL which was developed by Parasuraman, Zeithaml and Berry (1985) . The tool contains five dimensions namely tangibles, reliability, responsiveness, assurance and empathy. Tangibles refer to the tangible amenities, the furnishings and the employee's appearance. Reliability refers to the ability to accomplish an agreed service consistently, precisely and without fail. Responsiveness refers to the employee's willingness to assist customers and to offer on-time services. Assurance refers to the employees' know-how, their good manners and their capability to encourage trust and confidence. Finally, empathy is a form of tenderness; it is a personalised attention bestowed on the customers by the employees. The SERVQUAL tool has been widely used in various industries and contexts with some adjustments made to the instruments to tailor to the needs of certain contexts. As an example, the E-S-QUAL was developed from the SERVQUAL and used to assess electronic service quality such as Internet banking (Randheer, Al-Motawa, & Vijay, 2011) . When using the SERVQUAL as an instrument to assess service quality, some scholars (e.g. Chang & Yeh, 2002) emphasised the imperative need to select specific quality attributes that can reflect the service environment being observed. This implies that the SERVQUAL tool can be very much context-dependent. In that respect, the current study adjusted the SERVQUAL tool to tailor suit the transportation industry of Jakarta. This is done to ensure its relevancy to the context of the study so that the questionnaire developed is more meaningful.
Despite its extensive application, the SERVQUAL tool has been criticised based on conceptual and operational grounds. One major objection raised about the tool is the engagement of customers' expectations and perceptions to represent service quality. While perception is definable and measurable because it represents consumers' experiences about a particular service, expectations are subjected to multiple interpretations, as noted in several studies (e.g. Jain & Gupta, 2004; Dabholkar et al., 2000; Brown, Churchill, & Peter, 1993) . This can cause the tool to have poor reliability. Cronin and Taylor (1992) also raised the issue of the SERVQUAL scale. They asserted that the "expectation" component of the SERVQUAL tool should be discarded and be replaced with the "performance" component solely. They offered empirical evidence drawn from four industries namely banks, pest control, dry cleaning and fast food, to demonstrate this assertion. Eventually, they created a new instrument which was termed as SERPERF. Given the criticism noted by prior studies, this study thus considers using the onestage form of service quality measurement namely, SERVPERF.
Tangibles
Tangibles, as defined above, are associated with tangible amenities, furnishings and employee's appearance. These have been highlighted as an important attribute that contributes to service quality. In a study conducted by Joewono and Kubota (2007) , tangible aspects such as comfortable seats and good security were among the pertinent aspects of service quality. Their respondents claimed to be dissatisfied with the cleanliness of the vehicles and the bus stops. Similarly, Lai and Chen (2011) also detected that users of the Mass Rapid Transit System in Kaohsiung place importance on the physical environment such as conditions at terminals and stops, and vehicle and facility cleanliness. Supporting this, Brady and Cronin Jr. (2001) also discovered that tangibles influence service quality. Based on this, the hypothesis formulated is as follows:
Tangibles have a positive influence on service quality.
Reliability
Reliability refers to the ability to accomplish an agreed service precisely and consistently, without fail. In a study of airline services in Taiwan, Chen (2008) identified reliability to be an important attribute of perceived service performance. Based on a collaborative research by TRL Limited, the Universities of Leeds, Oxford and Westminster, and the University College of London (Paulley, et al., 2006) , it was found that the main factor to consider when examining the reliability of public transport services is excessive waiting time. This is because a long wait in a service transaction can be frustrating for the passengers. Thus, it is plausible to assume that a long waiting time for transportation services will disrupt the passengers' daily schedules and activities. An excessively long waiting time for buses in Singapore was observed to drive away the anxious passengers and to make them reluctant to take public transport (Lee, Sun, & Erath, 2012) . In Ghana, it was found that passengers of the Metro Mass Transit (MMT) are dissatisfied with the services of the MMT due to the long journey time (Birago, Mensah, & 
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Sharma, 2017). The passengers traced this problem to the frequent and unneccesary stops of allowing passengers to alight and board the MMT. Redman, Friman, Garling, and Hartig (2013) also found the dimension of reliability to be a key attribute of public transport quality. This dimension can eventually alter the behaviour of private car users to use public transportation. Based on this, the hypothesis formulated is as follows:
H 2 : Reliability has a positive influence on service quality.
Responsiveness
Responsiveness is a form of employee willingness to assist customers and to offer on-time services. Some studies (Randheer et al., 2011; Prasad & Shekhar, 2010; Zakaria, Hussin, Batau & Zakaria, 2010) found the willingness of employees to help customers and their ability to respond to customers as important indicators of the responsiveness attribute. In the context of public transport services, high levels of responsiveness appear to be highly relevant. For instance, providing clear information to passengers in the case of delay or responding to any errors, can instil positive impressions and satisfaction towards the service (Yavas, Bilgin, & Shemwell, 1997) . Responsiveness was also used as a means to reduce the impact of public transport disruptions (Papangelis et al., 2016) . Commonly, during service disruptions, passengers who are affected begin to gather as much information as possible from multiple channels. Hence, being responsive by providing real time information just prior to and during the journey, is extremely valuable for the passengers. This can influence pasengers' travel behaviour, cultivate positive attitudes towards the service providers and create positive perceptions of efficiency. Based on this, the hypothesis formulated is as follows:
Responsiveness has a positive influence on service quality.
Assurance
Assurance in the transportation context mainly concerns safety and security during the journey (Prasad & Shekhar, 2010) . In their study looking at New Zealand, Cavana et al. (2007) found assurance to be the most important service quality factor followed by responsiveness and empathy. In Malaysia, majority of the passengers of public transport indicated that they still have doubts over the safety assurance level provided by public transportations (Dahalan, D'Silva, Abdullah, Ismail & Ahmad, 2015) . Most of them cited robbery and snatch thieves as the most relevant security aspect. They highlighted that overloading passengers during peak hours will contribute to robbery and sexual harassment on board public transport. In the U.K., Beecroft and Pangbourne (2015) observed that knowledge of the location and routes or confidence in signage while in unfamiliar places, can reduce passenger uncertainty about the journey thereby making them feel more secure. The study also demonstrated that fear of slips or trips in the vehicle is associated with the security confidence and this is more prevalent among the elderly pasengers or the disabled passengers. Based on this, the hypothesis formulated is as follows:
Assurance has a positive influence on service quality.
Empathy
Many studies (Kumar, 2012; Vanniarajan & Stephen, 2008; Nandan, 2010; Khairul Baharein, & Kamariah, 2013) have established a link between empathy and service quality. Kumar (2012) incorporated empathy as an important attribute of service quality. He used indicators such as dealing with customers in a caring fashion and understanding customer needs. Likewise, Vanniarajan and Stephen (2008) and Nandan (2010) also identified empathy as an attribute that passengers used to evaluate the service quality of the Indian Railways. Within the Malaysian context, Khairul Baharein and Kamariah (2013) reported that a majority of the passengers interviewed were not happy with the customer service personnel's attitude at the bus hubs. They indicated that customer service providers showed a lack of eye contact and a smiling face when communicating with passengers. Some had also indicated that the personnel seemed to be unfriendly in the late afternoons as compared to the mornings. It is presumed that the long working hours of the employees had led to their fatigue which contributed to their behaviour and attitude towards passengers. Based on this, the hypothesis formulated is as follows:
Empathy has a positive influence on service quality.
Service Quality, Customer Satisfaction and Perceived Value
Customer satisfaction refers to the customer's cognitive and affective reaction when responding to a certain service engagement (Hu, Age Segmentation for Predicting Behavioural Intention of Using Railway Services in Indonesia Kandampully, & Juwaheer, 2009; Wu, Lin, & Hsu, 2011) . Many studies (Carrillat, Jaramillo, & Mulki, 2007; Islam, Chowdhury, Sarker, & Ahmed, 2014) have documented a positive relationship between service quality and customer satisfaction. Within the public transportation literature, Islam et al. (2014) found that the operational failures of public transportations such as delay of transportations can create frustations among the passengers and this causes customer dissatisfaction. Afolabi, Hassan and Age (2017) also highlighted that inadequate facilities at bus stops such as insufficient seats and shelters to protect passengers from the sun, rain, dust and other elements that would impact health and safety, also affect the level of passengers' satisfaction with public bus services. Based on this, the hypothesis formulated is as follows:
H 6 : Service quality is positively related to customers' satisfaction.
While extensive literature (Caruana, Money, & Berthon, 2000; Zeithaml, 1988; Park, 2007) have demonstrated the relationship between service quality and customers' satisfaction, it appears that high service quality does not necessarily trigger high satisfaction and satisfaction does not need to be dependent on service quality per se. High service quality leads to good satisfaction level only when customers perceive good values, which are mostly linked to low or competitive prices. These arguments suggest that the relationship and the effect of service quality on customer satisfaction is not direct. In fact, it may be moderated by customers' perceived value (Caruana, Money, & Berthon, 2000) . Zeithaml (1988) defines perceived value as the customers' evaluation of a product or service based on their view of what is received and what is given. It is about how customers/consumers perceive what they could gain and how much costs they need to bear by using a certain product or service. Consumers' perceived costs comprise both economical and non-economical prices such as time, search, psychological costs, price and others. Viewing from the public transportation industry, Park (2007) considers perceived value to mean the exchange between the price of tickets and the services given. Based on this, the hypothesis formulated is as follows:
H 7 : Perceived value moderates the relationship between service quality and customer satisfaction.
Previous literature (Chao, Shyr, Chao, & Tsai, 2012) has established a relationship between perceived value and service quality in which service quality was found to influence perceived value. Chao et al.
Asian Journal of Business and Accounting 11(1), 2018 (2012) also found that Gen Y passengers' rated the service quality of high speed rail based on their emotional values towards the services. The passengers in the study mentioned that they liked and enjoyed the high speed rail and they felt relaxed when taking the service. Lo, van Breukelen, Peters and Kok (2013) stated that whilst it is possible to travel by train to European destinations, office workers generally chose to fly because they value time more than cost. They felt that travelling by train would have taken more time. They would only decide to use the train services if it takes lesser time than flying. Based on this, the hypothesis formulated is as follows:
H 8 : Service quality has a positive influence on perceived value.
The role of perceived value, as a predictor of customer satisfaction, has also been highlighted in prior empirical works (Pratminingsih, Rudatin, & Suhardi, 2013; Hapsari, Clemes, & Dean, 2015; Parasuraman, Zeithaml, & Berry, 1988) . For example, Pratminingsih et al. (2013) emphasised that there is a positive relationship between perceived value and passenger satisfaction. Hapsari et al. (2015) also found a positive and significant influence of perceived value on customer satisfaction. This approach departs from the traditional perspective which only relates service quality to customer satisfaction (Parasuraman et al., 1988) . Accordingly, a passenger will be satisfied with the transportation service delivered if he/she perceives that the service is in line with his/her perceived value. On using the service, a passenger will judge the service based on what he/she values more. In the context of the Indonesian airline, Hapsari et al. (2015) found that passengers have their own goals which will influence their way of interacting or patronising the service. Passengers who travel on business trips may not be able to tolerate delayed flights as this is inconsistent with their perceived values. Hence, they were more likely to develop higher levels of customer dissatisfaction. Based on this, the hypothesis formulated is as follows: H 9 : Perceived value has a positive influence on customer satisfaction.
Customer Satisfaction and Behavioural Intention
Customer satisfaction has been well established to be a significant predictor for behavioural intention in literature. For example, de Ona et al. (2015) found that transit passengers' behavioural intentions in the future are influenced by their level of satisfaction which may vary from one to another. Their perceptions about the different characteristics of the service, costs and benefits/gains help to form their level of satisfaction. Birago et al. (2017) illustrated that customers' dissatisfaction about the time schedule and seats capacity are among the reasons for passengers not using the Metro Mass Transit in Africa. Based on this, the hypothesis formulated is as follows:
H 10 : Customer satisfaction has a positive influence on behavioural intention.
Corporate Image, Service Quality, Customer Satisfaction and Behavioural Intention
Corporate image is a customer's perception towards a company or organisation that is associated with the customer's memory (Keller, 1993) . Previous service marketing research (Andreassen & Lindestad, 1998) had identified the essential role of corporate image in the company's service evaluation. A good corporate image can make a corporate stand out in the crowd and this allows the company to retain a loyal customer or to gain a new customer's attention (Connor & Davidson, 1997) . Corporate image is influenced by service quality positively (Hu et al., 2009) . This is traced to Park, Robertson and Wu (2004) who demonstrated that airline passengers' perceptions of the service quality help to project a good airline image. A passenger's image of the airline company is found to be commonly based on long-term experiences which encompass many service encounters.
There is a general consensus that corporate image affects the future behaviour of consumers, as noted by literature (e.g. Chen & Tsai, 2007) . These studies argue that customers' patronising behaviour towards a particular company depends on the company's corporate image. In a fast food service restaurant setting, Prendergast and Man (2002) revealed that waiting time, store environment and store location help to build the company's corporate image which would affect the customers' future intention. Within the airline industry, Hussain, Nasser and Hussain (2015) identified corporate image to be vital in attracting passengers and for distinguishing a company from other competitors. Their study highlight that the more reputable an airline is, the more trust it can build among its passengers. This consequently leads to future service purchases. Various sources (e.g., Chen & Tsai, 2007) have also shown corporate image to be a predictor for customer satisfaction. Based on this, the hypotheses formulated are as follows:
H 11 : Service quality has a positive influence on corporate image. H 12 : Corporate image has a positive influence on behavioural intention. H 13 : Corporate image has a positive influence on customer satisfaction.
Age Segmentation
Age plays an important role in consumer behaviour. It affects the customers' consumption patterns and it has been linked to the essential social and psychographic dimensions (Wagar & Lindqvist, 2010) . Age is a common tool for consumer market segmentation in marketing where it is used to target different groups of customers. Prior studies (Elvik & Bjornskau, 2005; Rojo, Gonzalo-Orden, Dell'Ollio, & Ibeas, 2011) suggested that customers' expectations of services may vary across contexts where service is differentiated by customer characteristics. Within the context of public transportation, different ages have different life styles and these differences may significantly influence their needs and expectations for service. As individuals age, their personal mobility becomes increasingly impaired by their changing health and physical limitations and this likewise, affect their expectations of services. This is expected to affect their perceptions and behaviour towards public transportation (Elvik & Bjornskau, 2005; Rojo et al., 2011) . Based on this, the hypothesis formulated is as follows:
There is a difference in behaviour between the two age groups of customers.
Research Methodology
Based on the literature review, a conceptual model consisting of ten variables was formulated, as shown in Figure 1 . The five dimensions of service quality were adapted from Parasuraman et al. (1985) and the indicators to measure them were adapted from various sources as can be seen in Appendix A. In this study, data were collected through an online survey. A questionnaire incorporating a five-point Likert-type scale ranging from "One (1) = strongly disagree" to "Five (5) = strongly agree" was used.
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A double back to back translation was performed on the questionnaire where it was translated from English to the Indonesian language and then back to the English language. This was performed by two bilingual researchers so as to avoid language related errors. The bilingual researchers are native speakers of Bahasa Indonesia with advanced knowledge of English.
As there was no accessible database of the KA Commuter Line (KRL) Jabodetabek users, non-probability sampling was used in this study. The questionnaire was hosted online and the link was distributed through two Facebook members who were also bloggers and have 7,000 followers cumulatively. The respondents were encouraged to forward the survey link to their followers. The questionnaire was also distributed to the online community of KA Commuter Line (KRL) Jabodetabek. KA Commuter Line (KRL) Jabodetabek has gone through dramatic changes over the past years, with substantial improvements during the past three months (at the time the questionnaire was administered). To ensure that the respondents experience a similar level of services and that they can still recall their experiences in using the railway services, a screening question was used. Only those who had used the service in the past three months (at the time the questionnaire was administered) were included. Through the snowballing technique, 213 valid responses were obtained.
The respondents were then divided into two groups namely, a younger passenger group comprising those below 29 years of age and an older passenger group who were 29 years old and above. Twentynine years old was chosen as the cut-off age because it is the median age of the Indonesian population (Central Intelligence Agency, 2014). Independent sample t-test was used to analyse whether there is a difference between the two age groups. Several models of ordinary least squares (OLS) regression were then analysed to evaluate each path in the conceptual model. The regressions were conducted separately for each group as has been used in previous marketing studies (Parahoo et al., 2014; Shamma & Hassan, 2009 ). The moderation effect of perceived values was tested by multiplying the variable with service quality (SQ x PV). The value was then added into the regression model (Hayes & Matthes, 2009 ). Age Segmentation for Predicting Behavioural Intention of Using Railway Services in Indonesia private sector. Students formed the second largest group of respondents who used the transportation. Based on these figures, it appears that these two groups of respondents were the frequent users of the KA Commuter Line (KRL) Jabodetabek. They used the service to commute to work, school, or university on a daily basis. It is interesting to note that almost all of the respondents own a vehicle mostly, motorcycles. Some respondents even own both a motorcycle and a car. This indicates that railway services can become an alternative for commuting and can reduce the utilisation of private vehicles. Table 2 depicts the mean and standard deviation of each item and variable tested in this study. The results indicate that the users of the KA Commuter Line (KRL) Jabodetabek railway services generally have a good perception on the quality of services offered by the company. They were also satisfied with the services and they have a favourable behavioural intention towards the service.
Analysis and Findings
Descriptive Analysis
Reliability and Validity
All the survey instruments were validated using Cronbach's Alpha (internal consistency) and factor analysis (construct validity). As evident in Table 3 , all scales achieved were above 0.6 (0.835 to 0.935), indicating a high level of internal consistency (Malhotra, 2010) .
Factor analysis was then conducted to assess the construct validity of each variable. Exploratory factor analysis was utilised to analyse the determinants of service quality. The principle components with Varimax rotation method were chosen (Abdi, 2003) . In this study, factor analysis was done in a more confirmatory approach where each factor was analysed separately. This is because the instruments used are well-established. The aim of using factor analysis was to determine whether a hypothesised factor structure is supported by the data. The Kaiser-Meyer-Olkin Measure of Sampling Adequacy and Bartlett's Test of Sphericity were also observed to determine whether factor analysis was suitable to be conducted. Both indicators provide a value of above 0.6, with a p-value <0.001, demonstrating the suitability of the factor analysis (Malhotra, 2010) . All the items loaded were above 0.5, with a p-value <0.001 (Hair, Black, Babin, & Anderson, 2009 ). These results indicate that the scales used in this study were both reliable and valid. 
Comparing the Age Groups
In order to test H 14 , the data for the younger and older age groups were compared using independent sample t-test. As can be seen in Table 4 , there was a difference in the mean for all of the variables examined. All the paths were significant at p<0.001 (tangibles, responsiveness, empathy, service quality, perceived value, corporate image, customer satisfaction and behavioural intention) and p<0.05 (reliability and assurance). This result indicates that there is a difference in evaluation between the younger and older passengers. This finding validates the findings of previous literature (Wagar & Lindqvist, 2010; Rojo et al., 2011) on consumer behavioural research. Note: *** significant at 1 per cent level, ** significant at 5 per cent level, * significant at 10 per cent level.
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Assumptions of Regression
Prior to the hypotheses testing (H 1 -H 13 ), several assessments of the assumptions of regression were conducted. First, the normality test was conducted by observing the values of skewness and kurtosis so as to ensure a normal data distribution. As indicated in Table 5 , the data were distributed normally since the values were in the range of -2 and +2 (George & Mallery, 2010 ). Next, the Durbin-Watson test was performed to ensure that there was no autocorrelation. As demonstrated in Table 6 , all the values for each variable achieved the threshold point (range of 1-3), indicating that they were free from the bias (Field, 2009) .
Third, the variables were assessed for the existence of multicollinearity (Table 6 ). This was done by examining the collinearity diagnostics namely, the Tolerance and Variance Inflation Factor (VIF) values. According to Hair et al. (2009) , the acceptable tolerance value is above 0.1 and the acceptable VIF value is 10 or below. All the results indicate an absence of multicollinearity with some values which were not in the acceptable range for service quality and the moderator (service quality x perceived value). However, this was actually expected as service quality was used as one of the input variables to compute the moderating variable.
Younger Passengers
Due to the nature of the research model, a series of regression analysis were conducted to examine the relationships between the variables in the study. The results of five regression models are summarised in Table  7 . It is interesting to note that none of the service quality predictorstangibles (β=0.019, t=0.132), reliability (β=0.086, t=0.531), responsiveness (β=-0.014, t=-0.092), assurance (β=0.163, t=1.051), empathy (β=0.241, t=1.592) were found to have significant relationship with service quality. Hence, H 1 , H 2 , H 3 , H 4 , H 5 are rejected. While previous studies (e.g. Lai & Chen, 2011; Birago et al., 2017; & Papangelis et al., 2016) had found service quality to be related with the five antecedents, this study did not find substantial evidence to establish the relationship. Perhaps, the result was due to the different context of the research. Since service is characterised as intangible, younger people in Indonesia may have different perceptions about the factors that may influence the service quality. For instance, in Taiwan, Gen Y passengers were found to enjoy the high speed rail and they felt relaxed when taking the service. This Age Segmentation for Predicting Behavioural Intention of Using Railway Services in Indonesia factor inadvertently, also affected their perception on service quality (Chao et al., 2012) .
As indicated by models 2 and 3 (see Table 7 ), service quality is significantly related to perceived value (β=0.647, t=9.687***) and corporate image (β=0.675, t=10.420***). Therefore, H 6 and H 11 are supported. This result is consistent with previous research (Chao et al., 2012; Park et al., 2004 ). The findings demonstrate that younger passengers will have higher perceived values and they associate the company with good corporate image if they perceived the service quality to be high.
As highlighted by model 4 (Table 7) , only perceived value (β=0.435, t=2.087***) and corporate image (β=0.553, t=6.218***) had influenced customer satisfaction. Hence H 9 and H 13 are accepted. This finding reaffirms previous research (Hapsari et al., 2015; Chen & Tsai, 2007) . The result, however, does not endorse the relationship between service quality and customer satisfaction. It departs from the traditional perspective which associates service quality with customer satisfaction (Parasuraman et al., 1988) . The inconsistent results indicate that younger passengers will only be satisfied if the services delivered are compatible with their own values and goals. This study also highlights a significant relationship between corporate image with behavioural intention (β=0.356, t=4.260***) and customer satisfaction with behavioural intention (β=0.442, t=5.288***). The results were expected and similar outcomes have been documented in various consumer behavioural research (e.g. Birago et al., 2017; Hussain et al., 2015) . The findings indicate that customer satisfaction and corporate image are important for inducing a positive behavioural intention among younger passengers.
Older Passengers
This study finds that assurance (β=0.463, t=2.731**) is a determinant for service quality among older passengers hence H 4 is supported. This finding demonstrates that older passengers perceive safety and security as important factors which will determine their service quality level. The results could posisbly be due to the fact that as people age they also become more concerned about the security levels when using public transportations (Beecroft & Pangbourne, 2015) . This study illustrates that tangibles (β=0.158, t=1.135), reliability (β=0.03, t=0.132), responsiveness (β=-0.124, t=-0.681) and empathy (β=0.187, t=1.274) were not significantly related to service quality. Therefore, H 1 , H 2 , H 3 and H 5 are rejected.
This study highlights that service quality influences both the perceived value (β=0.616, t=6.947***) and corporate image (β=0.720, t=9.232***) in the context of older passengers, similar to the younger passengers' finding. Therefore, H 8 and H 11 are supported. This finding is consistent with prior empirical works (Chao et al., 2012; Park et al., 2004) . As indicated in Table 8 (model 4), service quality (β=0.548, t=1.876***) and corporate image (β=0.526, t=3.934***) affect customer satisfaction while perceived value (β=0.134, t=0.578) does not play any significant role in predicting customer satisfaction. Hence, H 6 and H 13 are supported while H 9 is rejected. This result however, differs from the younger passengers' outcome. This finding indicates that perceived value varies with the age of passengers. As indicated by model 5 in Table 8 , corporate image (β=0.279, t=3.142***) and customer satisfaction (β=0.628, t=7.012***) influence behavioural intention. These results are consistent with previous research (Chen & Tsai, 2007; Prendergast & Man, 2002; de Ona et al., 2015) .
Discussion, Conclusion and Implication
The findings of this study indicate that age plays an important role in customers' consumption patterns of the railway services in Indonesia. It specifically reveals that perceived value emerged as a significant predictor for customer satisfaction which in turn, influences behavioural intention for the younger passenger group. Meanwhile, for the older passenger group, perceived value does not play a role. Instead, customer satisfaction is associated with service quality. These results imply that the younger passenger group are more value conscious. The level of service quality does not significantly influence their satisfaction with the KA Commuter Line (KRL) Jabodetabek services. It is plausible to argue that the younger passengers are predominantly students who also belonged to the low-income segment. They relied on the financial support of their parents or guardians hence, they tend to focus their attention on meeting their needs of transportation within their limited amount of money rather than the quality of the services (Vargo & Lusch, 2008). These results are different from previous findings (Parahoo et al., 2014) which showed that service quality had been traditionally viewed as the key predictor of customer satisfaction. For the older passenger group, customer satisfaction was influenced by the level of service quality and not by their perceived values. This means that the older group were more concerned about the quality of the services, especially assurance, rather than the value they can get for their money. It is acceptable to assume that the price sensitivity decreases as age increases because the older passenger group is assumed to have more security in their jobs and financial aspects when compared to the younger passenger group. Consequently, the older group tends to focus on the service quality and in particular, assurance, from which they can instil their trust and confidence toward the service. This study however, found that both groups consider corporate image and customer satisfaction as predictors to behavioural intention. The findings of this study provide implications to both theory and practice. The outcome of this study contributes to the field of public transportation and consumer behaviour. It extends on prior works by adopting age segmentation as a means to predict the behavioural intention of public transport utilisation. In this study, service quality was treated as an individual dimension analysis instead of as an aggregate contruct. This approach is expected to produce a more detailed value for service quality improvement (Sachdev & Verma, 2004) . The results of this study also emphasise the importance of exploring the service quality dimensions that are relevant to the passengers of railway services in Indonesia. In particular, the railway services was accentuated due to the need to understand which service quality dimension contribute to perceived value, corporate image and customer satisfaction. This was achieved by utilising a direct or separate service quality analysis. This is more appropriate than using a single generic scale across the different sectors.
In terms of contribution to practices, the results also stresses on the need for the Indonesian Railway Company to consider adopting age segmentations when designing marketing strategies. In order to maintain and increase the younger passengers' (under 29 years old) intention to use the KA Commuter Line (KRL) Jabodetabek services, the management of the Indonesian Railway Company should perform their utmost commitment by enhancing the monetary values of their services. The company can consider setting special rates for the younger segment such as the youths or students who are found to be more price sensitive when compared to the older passengers. On the other hand, a different strategy should be undertaken by the Indonesian Railway Company to maintain or increase the older passengers' (29 years old and older) intention to use the KA Commuter Line (KRL) services ) by providing more assurance to them through increasing passenger safety, trust and confidence toward the railway services. Nothwithstanding this, it is also important for the company to build a good corporate image. An effective marketing communication demonstrating the breakthrough improvements or other revolutionary changes need to be conveyed to the public so as to build a good corporate image.
This study has several limitations. Firstly, in the context of the younger passengers, service quality has an influence on perceived value and corporate image even though none of its determinants has a significant influence towards the service quality. Therefore, future researchers should consider using a qualitative or exploratory study to obtain the service quality dimensions that are more relevant to the younger group of passengers. This can provide a deeper analysis on the service quality dimensions. It is further suggested that future researchers conduct a direct analysis of each service quality dimension towards perceived value, corporate image and customer satisfaction, separately. Doing so may generate different results such as showing which service quality dimension needs more focus. This input can be used to further contribute to the examination of public transportation and its service quality. Secondly, the generalisability of this study is confined to the context of Jakarta only due to the small sample size. For that reason, future research should attempt to gather more respondents with a more equal distribution between age segments. Thirdly, the authors did not use SEM because of the insufficient number of respondents to be analysed within a relative short research time frame. This instrument may generate more accurate results as it provides a more comprehensive analysis. Thus it is recommended that furture research take this into consideration. Finally, this study only used age segmentation. Other segmentations such as gender segmentation or income segmentation should be duly considered for future studies. Marketing, 15(6) Elida & Mukodim,
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REL4
The time needed for passengers to embark and disembark is 2015 adequate.
REL5
The ticket counter's opening and closing hours are on time. 
ASS5
Passengers will be informed if there is any delay in the KRL schedule.
